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The American Consumer Opinion™ panel is a group of households in the United 
States, and in other countries around the world, that have agreed to participate in 
surveys over the Internet. Occasionally, these households are asked to participate 
in mail surveys or telephone surveys, but generally the surveys are all conducted 
over the Internet. The American Consumer Opinion™ panel is owned and 
operated by Decision Analyst, Inc., a major international marketing research firm 
headquartered in the Dallas-Fort Worth area in the United States. 

• Membership in American Consumer Opinion™ is free. You will never have to 
pay any money to be a member. Your participation in our surveys is the only 
"cost" of membership. All registered members participate in a monthly 
drawing to win $250 in cash awards, just for being a member. 

• Each person who participates in a survey receives some type of incentive (a 
free product to test, cash, a check, a gift, and/or a chance to win larger cash 
awards through drawings*). The incentives typically range in value from $4 to 
$25, depending upon the length of the questionnaire and the time it takes to 
fill it out. If a survey is extra long, then the award could be $25 or more. 
Participants in online focus groups generally receive $25 or more. 

• Most members of American Consumer Opinion™ enjoy having the 
opportunity to make their opinions count, to influence the future. It's similar to 
voting for elected officials, only you are voting on products and services you 
want in the future. For example, recent surveys helped AMTRAK (the U.S. 
train system) to decide on new routes and learn how to improve service on its 
trains. Recent product tests helped Pace Foods adjust the "heat" level in its 
Pace Picante Sauce to make it taste even better. Another test recently 
helped Guiltless Gourmet improve the taste of their wonderful snack chips. 
Another survey helped American Airlines identify the most comfortable types 
of seats for its airliners. We do hundreds of surveys a year to help companies 
do a better job. Your opinions really do make a difference. 

• As a panel member, you will participate in several surveys a year, typically. 
The average survey will take 1 0 minutes or so to complete, and the questions 
are usually easy to answer. 

• To determine whether your household qualifies to participate in a particular 
survey, we need to know something about your household and its members. 
That's the purpose of the questions in the Registration Form. The information 
about you and your household is strictly confidential, and will never be 
revealed to anyone outside of our company. Your name and address will 
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never be used for selling or advertising purposes, and your name will never 
be sold or given to anyone outside of our company. 

• Several times a year you will receive short surveys about your household's 
usage of certain products and services. Please be sure to answer these 
surveys, because they help us select households for follow-up surveys. 
Always be completely honest and frank in answering these surveys. 

• We post " fun surveys " on the Web site from time to time, purely for the 
amusement of our members. It's fun to see how other people think and feel. 
If you have suggestions for "fun" questions, please email them to us. 

• Membership is limited to one person per household. If more than one person 
per household fills out the Registration Form, we will only accept the first 
person. 

Sincerely, 
Anne Parks 

Director, American Consumer 



Click Here To Join 



If you would like more information on the American Consumer Opinion panel, please call 1.800.262.5974, or 
email Anne Parks at aparkS@acop.COm . 

* You do not have to participate in a survey to have a chance to win the drawings. Just print your name on 
a post card and mail it to Ms. Anne Parks, Decision Analyst Inc., 604 Ave H East, Arlington, TX 76011. Be 
sure to write the path to the survey you were selected for on the postcard so we can link the awards to that 
survey. The postcard must arrive no later than one week after we send the email notification to you about 
the available survey. 



Copyright © 1999 Decision Analyst, Inc. All rights reserved. 
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AllAdvantage Make money surfing the internet. This 
program offers to pay you money for displaying 
advertisements on your screen while you're online. 
Although this is one of the older "gefpdd^to 5 ^^ 1 \ |j| 
programs, it is still one of the best. , * r * w ^ 

ePilot Get paid to use ePilbt'to search the i weh^T&sV ^ 
program will pay you for each internet search you perform 
and for browsing through various site categories. It's y&y; : 
easy to use and has a great referral program. Additionally I 
you get $5.00 just for joining ePilot. ^ . 

eTour Earn points tO; spe a ; different \i€^^%gjS-^^oM^A 
to your interests every time you 'open your web .browser . : 
Points are gopd towards fre^&TflyefrM % 
certificates from a variety of "jdifl^enrmerchahtsf Eahi.300 
points just for signing ■ up,^. . ,^v- - ; " . ^v ; X"",. ' 

FreeRide This program let s you : earn po jints for 1 visiting 
websites, sigmng ; up for trial offers* and making purchases. 
Points can be used.to get CD s,-x)f; gift certificates to a " 
number of different stored and restaurants. It is one of the 
best programs^qirt there^ because itds possible ta earn a 
number of point? eye^day jiist ifo In 
addition, fewer points afe r^eqyijr^i Jo purchase gift ^ ^ 
certificates than in other programs. Mention ddej+-vec <?5 . .'-^ 
the person who referred you&o vtofft h 50pdmhSm 
sign up. ^ ^ w , vr - V0 \ K io'^\ : -7^^ : - , '^ i ' ^ ' 





ivy.: -£30 
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Unlike most programs, this one will^ 
online, regardless of what ybtirdoingoh your computer. As 
long as you have an advertising, window displayed on your 
screen, you can get paid an hqurly rate for using ^ouf 
computer, up to a maximum of 75 hours a month.j Although 
their software hasn't been released yet; GetPaid4 is^on a 
first come first served basis concerning who gets to 
download it when it's available. * ■• ■ ■ , v 

°^>- - l " ...... 

GiantRewards This relatively new program lets you earn 
"clicks" by visiting various online stores. (You can earn 
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even more "clicks" by shopping at the sites you visit.) Then, 
you can play a game to convert your "clicks" to cash, gift 
certificates or other prizes. There are an extremely large 
number and wide variety of sites you can visit each and 
every day. Members are automatically entered in monthly 
drawings for cash and prizes, plus you'll get $5.00 just for 
signing up. 

MyPoints This is an very good program which has recently 
enhanced its site. Points can be earned in several different 
ways: visiting websites, completing surveys, signing up for 
free offers, making online purchases, reading e-mail and 
more. Points can be spent at a variety of online stores or 
redeemed for gift certificates usable at offline stores. 

Spedia A great program that lets you earn points in a 
variety of ways. Get paid an hourly rate for surfing the 
internet, with no limit on the number of hours you can get 
paid for each month. You can also earn money in many 
other ways, including: signing up for various free offers, 
completing surveys, and receiving e-mail from advertisers. 
Its even possible to win money playing games. 

ValuePav This is a "get paid to surf' program with some 
excellent features. Although the rates they pay you for 
surfing are variable (depending on how much they make on 
advertising), they are generally very high (roughly double 
what All Advantage pays). Additionally, the ads you view 
are targeted to your interests. You can even opt for a 
smaller window in the upper right corner of your browser, 
rather than a bar that occupies the full screen width and 
shrinks your browser's viewing area. 




SPEDIA 




Know of a good program you want added? Have other comments about the site? Email webmaster 
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The following owners of the sites will not tell you to 
keep your opinions to yourself. Quite the contrary, 
they will pay you in cash, merchandise or other 
prizes to give them you opinion. Such a deal! 

The method will be either an online multiple choice 
survey (in most cases) or an occasional chat session 
survey. The chat sessions are completed in specific 
chat rooms with other participating members to 
discuss, in a live forum, various topics. 

By the way, you might want to stop in and get 
Gator from the Miscellaneous section. If will take 
the pain out of filling out those forms. 
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@PC Data Information 

Participants are eligible to take part in our surveys. 
You will receive a credit from $1.00 to $5.00 for 
each survey you complete. Accounts must reach a 
minimum of $10.00 in order for a check to be 
processed and mailed. PC Data sends out checks to 
its participants once a month. Survey invitations are 
sent randomly to participants at least 2 to 3 times 
per week via e-mail. 

Advisory Panel 

You are invited to join an international advisory 
panel. As members of the panel, you'll be asked to 
give your opinions about various issues of 
importance. Topics will include: the Internet, new 
products, food, health, the family, entertainment and 
many others. We will post new topics about twice a 
month - you can respond on the web or by e-mail. In 
exchange for your participation, we conduct 
drawings for several $50 awards and specially 
designed Advisory Panel "Ask Me" T-shirts for each 
topic. 
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American Consumer Opinion 
As a member of American Consumer Opinion you 
will have the opportunity to participate in surveys, 
test new products, and evaluate new commercials. 
Your participation will, in the long run, help 
improve the quality of products and services you 
buy. If you are selected to participate in a survey, 
you will receive free products, cash, a check, 
postage stamps, or other gifts as thanks for sharing 
your opinions with us. Most importantly, your 
participation in our surveys gives you a chance to 
make your opinions count. 

Axius Car Products 

We are continually increasing and improving our 
product lines. In doing so, we would like your input! 
Periodically, we send products to people to test, 
review, and suggest improvements. In exchange for 
testing a product, you get to keep it. If you would 
like to be a part of the Axius product test team, 
please submit the following information below. You 
will be added to our list and may be contacted in the 
future to test one of our products. Follow the Free 
StufFLink, option #2. 

BigBang 

Get rewarded for doing what you enjoy on the 
Internet. With Big Bang, you'll earn points towards 
frequent flyer miles on any airline you choose—and 
soon points will be good towards great merchandise 
with major retailers. Build points or miles just for 
seeing ads, touring websites and answering surveys. 
And it's all free. Please use referral ID# Allen 
Smith. Thanks! 
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Brand Institute 

Brand Institute is constantly seeking creative minds 
to participate in online creative BRANDCHAT 
sessions and surveys as well as creative focus 
groups at our local offices. Participants in these 
areas will also be rewarded with monetary 
compensation. A BRANDCHAT is a creative 
brainstorming focus group that is held online 
through a chat room and participants get involved in 
creating names for new products, services, or 
companies. Participants are rewarded with monetary 
compensation. (I've taken surveys here and get paid 
?!llt!t: :ffl^l^tl?1] $ 35 ' The y don't send many, and when they do they 
fill up quickly. Do this one now.) 
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" ! ^ * ; l & ?t signing up for free offers, filling out surveys, and 
shopping. One hundred points equals one Map 



^SftBllil Dollar - 
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■ ;:■ j Clarion Research 
£1S411S Clari0n , Resear f h ^ is , a M servi f e custornsurvey 



m^ ^y^kyn- vr : * - ^ research provider. We design, conduct, coordinate, : ^, . .. - = 
f:5H lyfr ;;t ft ^ =| and analyze market research projects. We specialize ji 
l)S I SMIsl fel i° quantitative research projects and the integration 
lr ; ; ;| = Hvi of qualitative and quantitative research phases. We 



; , carr y out both domestic (U.S.) and international 

]34* ^ J^J research projects. We provide consumer and i 

f^l-;:^^ business-to-business research. They don't 

[-1 ■%) l?ff : ! T ; » ■ specifically state how much they pay per survey but 



■1 



11^ 4 ^,:||! a n u de to the fact that you get more for the longer 

: r y % . l^y ^y ones. I will keep you posted on what I find out. ] . ^ ^ 

•1:1: -;.::1SS:1 Clearwater Research \ [*X->?v..: 

Wp^iltSri Clearwater Research is a dynamic and innovative ' .. . ' 



j team of researchers focused on meeting your 
i research needs. We build custom-designed projects 



j^li 

£W^>A -X3: "? I to address your specific research questions. We =• t '"■ ■. '.'J 

determine your needs, then build a project team of <y v j' ^j" ^T' ■'. 7;= »;^-|' : . .v.] 

Ili-v^^ife ; ;llkt^ : | ! ;' researchers whose skills and expertise best match ; t .|^y.IJ'::.. ? -X-.f - f \ 

WS^!&%. feld 3 ^ e requirements of the projects. They don't ; J: ' | •'^".■■|- 1 .' 4. 1 

f:f 7 specifically state how much they pay per survey but - "V ! ? ;! -' : '7 •> ^ ' ^ 

P'^S^^IS^iiil allude to the fact that you get more for the longer i'^- ..i::U;5L \x 



t '^jf^^tv^M^"^^ ones. I will keep you posted on what I find out. 
h^lff 1; v ' ; "- •3?§"S3fi! Follow link to Marketing Research, Research Tools, 
IvS^Sl 'S#^- : S^|=i Online Surveys and complete sample survey to be 
^-S^Wr^i added to database. 



j&^v x^£ r ^*^^ Clickin Cyberleague j ,3 ,,q 

fci \'M(:'l'M v mM Have fim and win free stuff in exchange for your t -i; ']•■; ') A 

= opinions on Clickin surveys and polls. Clickin \ : ^ : - . P:\ 

^^'^ x 'MM^^M^i\ Cyberleague members are selected to participate in j - ■ ^ 

f : special Clickin activities and are notified by personal f ' ■■* »?V : 

e-mail invitation. Cyberleague activity participants j [ /J . ■ ' |;|^ 

k^ -'W0^^'^^^\ receive guaranteed incentives. We try to give r : ~ y ' ^r|=-%4 

participants a three to four day prior notice of being jiSj^f,.-.: :.,J j!^-.^/.. 
;^Sf^ ? '£-tli'Cf selected, however, in some instances this time frame V.-t 
^: ■■: ^«^ :: fc#SK may be mor e limited. f r-fe;^. - ; v: ; ; 7J\ 



' • j Consumer Link K;7U^^ I'^fe* V • f | 

|I t^Mlll It is the online public opinion forum where your I'-v J 1 ' 
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jli^l-S- ii- $1] voice counts. You can earn money just for sharing £ 



^^|^^||^^^; f | your thoughts on anything from breakfast cereal to _ 

environmental issues. We will notify you of the f. !' i: -r:-.#- f - ,>::■' 

: ' . T ;-| amount when we invite you to participate in one of r |; ~' 

."1 our surveys or discussion groups. Payments will | ^tST'TT i'^^^tf"" 3 "- = ^^^^?^r'-^'V^\V""-' 

..... , . range anywhere from $5 to $50, depending on the j £*4» "'-^ f -fj-i^-^ lj^ . : . 

" J sr.nnft of the. nrniftot On re we have vmir r.nmnleteH -i 'V-'-' ' '. t . ^ y & : ;£' ' r ' 



scope of the project. Once we have your completed f -SL^: . . { 

^ application and we have accepted you as a panel f ^y . '.'i; 1' f : ' : ' ' ^ ! 

}:J member, we will send you your free prepaid phone {'""-" . . *-r*H; ;;..;:■[ -j. . -V.r f 

card. I "i; 

ffl&iitrf Consumerviews =.;' V : X = r "t- ■'■ f ' 



"'-'■A iW0§$i When you are invited to complete a questionnaire 



■:^ : ii.:fvC- : i 

■■■■ ; , for a client, you will be told what the token payment 



. ; :: . L .l l! or gift will be for participation. Typically, 

participants will receive a check for $5.00 or 

j7;.^;^4;§^| perhaps coupons worth $5 or more on the client's I ^X^i '": -V : *.^; M *'*'** 



''if'. •* 
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Customer Insites 

j^^^k^...^^^^ The Customer Insites Evaluation Panel is an elite 
< . I '.' ;" \ group of web users who provide insights to various 

I .. , . ; 'j online businesses. These insights help improve the 

SI? f ^MlSS:^S web site. Panelists receive e-mails detailing the 



products. In some situations, participants may 
'i receive larger payments. 



■ < ■ 
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^^;.X\.--.-f^S; ;?|;;lf^ online surveys currently being hosted by CI, and are 

"" : : :|. : - . • ' : ■ •• Jgf ', V: : ; ' • * . . ^ . . 



^fl'&^i".' I selected to participate in those they find interesting. 
plfl^ 1 :! $M&W^. CI Panelists have a unique opportunity to shape the 
r/^r^jf^^^igs 5, ■£ ' ' face of the Internet with their input, and to earn 

| ^k^i;^^;^ - !pvJ incentives to boot! 



I CyberDialog 



• t v ^ : '^^f You will not necessarily be contacted for each and 



^"^Svl ■ -4 every project (it often depends on age, gender, 
■:^.'^wvz^ t^;^ geographical area, and other study requirements), 
{ y\'.': J they will e-mail you to let you know about it. If not, 
^^^^flft^^WI y° u w ^ b e contacted for another project. If you 
^iv.S'^iji;£-^j^H| qualify, then you will receive a Project Qualification , 
1 questionnaire which helps determine whether or not 
^ : f j you fit the exact requirements for that project. If 



ii- ?t /SilM^il y° u meet ^e requirements, then you are invited to 

£M;- ; - ' ' ■'■■■^.vfc^ r ?^^i participate in the project and provided with detailed '...X .1. Xil.^xl: ; :. 1:,. 4. 

| : f|,; ; .,:: : JlfllJ instructions. , [; ■ l^^p. 



l^l#-Sft;f 1M CvberSurvev 



: : ■ - * We need people willing to give us their opinions on 



|^ : E ^;;^ll V ^^ifv^M the future of gaming in the US. If you sign up to be |V; 

: J^|yJ^J part of our panel we send you a survey. Completing f].}; 
pfeff ; ^f.. ; -^'|ffii Ml the questionnaire will enter you in a drawing for lots f bt- ^r ?"b$? 
yidli&^l:^!] of excellent prizes including a 27" Color TV, video fc^^^LL^i. ... 
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game hardware and games, graphics enhancements 

|;: ; r%v| : 1^1S^^'I^ boards and computer games. 
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Digital Research. Inc. 

Once we process your application, you and other 
members of your household will become members 
of our consumer research panel — and be eligible to 
periodically receive valuable incentives. They do not 
state specifically what incentives although they ask if 
you might be interested in testing their products. I 
will keep you posted. f : 

DirectResource 

Sign up to be contacted to take part in online 
Market Research surveys and be entered in our 
drawing for 1000 Beenz! ! ! ! ! Be sure to sign up for j 
your Beenz account (Visit Sites section) first! 



encuesta.com 

When you first join encuesta.com and fill out your 
new registration profile you will automatically be 
entered in our monthly sweepstakes where five 
randomly selected individuals will win $100.00 each. 
When you submit the completed survey you will 
automatically receive by mail the incentive promised 
(typically $3.00 to $5.00 per survey or a gift) You 
will also automatically be entered into our per study 
drawing for a chance to win cash prizes (typically 
$250.00 - $500.00). 
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ePinions 

Epinions.com is giving away $1 MILLION! Part of 
the $1 MILLION they are awarding by the end of 
1999 could be YOURS! Refer your friends and 
make money! 

E-Poll 

We provide beneficial links to areas of interest for 
the consumer, and if you wish to participate in their 
market research, you will receive valuable points 
and discounts towards the products and services you 
use. All that is necessary from you is your age, 
gender and zip code so we know where to forward 
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Esearch ! 
The surveys provide you with a forum to express \ 
your opinions and let manufacturers know what you 
think about many different products and services. 
Your answers can influence which products go to 




5 of 13 



8/18/00 3:50 PM 



Pot-o-Gold Freebies: Surveys 



http://pot-o-gold.virtuaiave.net/Surveys.htm 




> . 7771 market or which ones are discontinued. In addition, 
f- -s: i: p f \ th e y ma y ^sk y OU fa try ou t a product at home and 
~ te U them what you think about it. In addition, 

^^^^-*^::-v^4,ffi^ completing most surveys will automatically enter 

\ ^S^^P^^P^: l : VI ; ^ you into a drawing for special prizes (usually cash), 
/^||^|-/rp| anc j j n some j nstances ^1 participants are rewarded 

j r^;-= |- ^ ^"i? | with an honorarium. 

\^y :: r^/^ii^ : 0 '^ Once you've registered with us you'll be eligible to 
^tv: <S T i>f 7-1 be included in web based surveys, one-on-one 

: v : v ; interviews, and group sessions. Surveys usually take 
% .-v-ii-lSPI about 10 minutes to complete. Group sessions and 

■ one-on-one interviews are conducted in a chat based 
x|J : "1 '^lljff! environment and usually last for 30 minutes to an 
ll IJf\l hour. You'll be financially rewarded for your 
participation. We typically pay between 
t^MiM^^XS^- 1 $25.00-$45.00 for your participation in our studies. 

•^T : v Focus World 

Do you have an opinion? Wouldn't you like to get 
f! paid for it? Focus World is always looking for 
1 1 qualified respondents for our market surveys and 
Vjf! questionnaires. Tell us a little about yourself and we 
£11 will add you to our database of potential 
^ respondents. 



llil§Pilt„,.,,.,,„., 
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FreeRide 



/; ■ ; ' ■ . " A. $ :\ \ ■ * 
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, . [ FreeRide is the coolest Net rewards program on the 
|rl planet. How does it work? You continue to do the 
gi stuff you do on the Web anyway, like sur£ shop, 
•|| sign up for free services, etc. The difference is, if 
.1 you play on the Web with FreeRide sponsors, you'll 
|n be rewarded with FreeRide points. You can then 
\ I cash in your points for tons of great stuff, all for 
U free! Please use my referral ID# ASMITH289. 

Sill^liil Thanks! 



FreeJoin.net 

\^^r::^M^i^t^^$ FreeJoin.net will pay you for taking advantage of 
^^'ISSl|SB : i ^5:! various offers from our sponsors such as surfing the 
iJ^^JI.^f internet with our Free Join Bar, visiting participating 
websites, completing surveys/questionnaires, 
! ;..#.^v: -I , g |^| receiving email, registrating for various free 

OP I services, downloading programs, making purchases, 
fi T- i I referring others and much more! The more offers 
| that you respond to, the more money you can earn! 
rate equates tQ go = 100 coins. 



■.:.„.. v . :....^..„... j- ... ? ..... 
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^y^JIM^Iili GlobalTestMarket 
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J Our research studies are conducted all over the 
!i£it-j world. As a result, we denominate our rewards 
exclusively in MarketPoints which have a fixed 



r : ; ; ^ 1 value versus the US dollar. For purchase of 
j'-^v ■% ■ . ; s ■■ ; ■ ■ "| products from a test market, this value is US $0. 10 
Jffl^ per MarketPoint or US$100.00 per 1000 

||^^pi§|;5y MarketPoints. For conversion to cash, the cash 
r value depends on the number of points being 
TM'^fej adeemed and the number of surveys you have 

completed since joining GlobalTestMarket.com. The 
f^^f"^$^ Pi^^. difference is because we want to encourage you to 
i "T"^?§V*'I ! " use y° ur P°i nts t0 purchase the innovative and 

[: : : lll f ' U lAl-^S development- stage products being offered by our 
".^fl 1^ clients. The cash equivalent increases with the 



BilBBl 



number of completed surveys. 



I 

II 



Greenfield Online 
^M^-^ Be a part of the research revolution and make a 

I -r^*j-^A^>ii%" ^^v^S^r'-i difference! Your participation in projects with 
; : I- fe^J Greenfield Online directly influences the way 

til^ companies develop products, policies, and services 

to better meet your consumer needs! Join now and 



r^iS^^- .^iltt^SJ be entered to win our $2,000 Cash Giveaway and 
{ r iS^'fi?- Ivl'IP^Ii hundreds of other cash and merchandise prizes for 
1 : = : : participating in the online surveys. 

A ^ 4 HarrisPollOnline 



li 



; • : V From time to time, they show their appreciation for 
•l-f y° ur participation by giving you the chance to enter 



^Ji::?y ^.:^,:..:. i.. 
■a- -.9:.% 
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; ^l^lfl l 1 a sweepstakes. Prizes may consist of a cash award 
or specialty offer (such as free computer games or 
| J = ; discount coupons). Surveys that include 
|: Jtl sweepstakes, cash awards or other specialty offers > 
SiSfSSSi- jt T"\ w ^ ^ e identified in the e-mail invitation. In instances 
'?fP 5;; i^^J where prizes are awarded, you will qualify for these 
'; j l /WH offers only after successfully completing the survey. 



lill 



iCameo 

- | Is it possible to make real money in just one minute 
y^p^ of your time? At iCameo, we give our Practitioners 
j; : ; that power. Imagine, earning $1 every minute. 
L;^p:;\i ^:I^^WW\ That's $60/hr or around $100,000/year! This is not a 
• ^^ s f^lS^^I scam; you are not selling stuff; you don't have to go , 

! %|;:f :^|fp| anywhere; you don't have to stuff envelopes. * j 

|: Jx£||1 iCameo pays you to state your opinion to the people 
who want to hear it. We will email you short 



.. , y ..... 



... . j 
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Sitf • S jllff 1 questionnaires that you can complete in less than a 
^^^j minute; and presto, $1. They are simple questions 
fi the answers to which help America's companies 
|2| serve their customers better. For the longer surveys, [_ J 



7 of 13 



8/18/00 3:50 PM 



Pot-o-Gold Freebies: Surveys 



http://pot-o-gold.virtuaIave.net/Surveys.htm 




t ! ::#;! we will pay you $1 for each minute of your time that [j 
the survey should take. Don't feel like doing the | 
survey? Don't! We won't hold it against you. 

£ ■ '=i I ntelliquest Technology Panel 

You Can Influence the Direction of the High Tech 
, • f Industry and Let Industry Leaders Know What You * 
^ $ Really Think, While Earning Cash and Prizes for 
Doing It! For each survey that you complete and 
return by the specified date, you will earn PERCS 
points or be entered in a drawing for one or more 
specified prizes, such as notebook computers, 
y£j CD-ROM drives, software, or cash. Some drawings 
: are for cars and computers! 




mm 
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Internet Poll 

;|f 1 Respondents are recruited for on-line interviews on 

j The Internet Poll via targeted e-mail lists. All the 
M respondent needs is a connection to the World Wide 
• : ij Web via either an on-line service such as America 
:i; t;:;;| Online or Compuserve or an Internet service 

j provider; and a browser such as Netscape Navigator 
or Internet Explorer. For E-Mail surveys, all the 
i respondent needs is a connection to an online 
: service or other electronic mail provider. Subjects 
= for exploration include attitudes, awareness and 
%\ \ ' : : : i usage of products and services; customer 
3fTiiT Itlltl satisfaction; employee morale and job satisfaction 
-I^S$ : |j; Si studies; and, testing of advertising and new 



llllllli 
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mmm 



. ; product/service concepts, names, packages, and 



^^^^ j 

I- Say, com 



ill£llllipi|§i 
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mm 



I-Say.Com would like to offer YOU the opportunity 
^ ; ; i. i-j to win valuable cash prizes or cool merchandise. To 
p^ : '': : :: 4 f ■ become eligible for these incentives all you need to 

1 ^lf§J| do is participate in our online market research 
f •••<>'•$-" ;:; : V= surveys. You can take these short surveys at your 
:; C5^l5li^ j 'i5 own convenience. Your participation in these 
If' surve Y s helps our clients to improve their products 

j^Sift'|^t:HL^f^ anc * services. By participating in our surveys you not ; 
W ^& ^'• •M^ftM^ only become eligible for cash and prizes but you 

; ^ : |f 'H ):i ma Y a l s0 S et a chance to see new products and 
i'-SSfi; vil^liAt'i^ services before the general public. Please use 
t:-!^:#.&^&#:&.^.-<- 1 j-gfej-j-jng member allensm@hotmail.com Thanks! 



v| ,^ fr ^ ...... ™ 



■in 



. I- Survey, net 

l l i There are two primary benefits of participation. 
I ; =; j First, i-survey.net surveys offer you an opportunity 
T^Kik to express your preferences and concerns about the 
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products and services your company buys and uses. 
Your participation directly influences the way 
companies design, service, distribute, and price their 
products and services. Secondly, depending on the 
nature of the project, a cash incentive or random 
prize drawing entry will be offered as an incentive. 

1; iThinklnc 

Here you'll be able to win free prizes and earn 
money just by giving your honest opinions. Each 
time you qualify and complete a survey, you'll be 
| paid. In addition, they have regular drawings for 
i ar 8 e cas h prizes (usually around $200). 

' j MBS Internet 

By registering with our respondent database, we will 
contact you from time to time, via e-mail, to 
'2 participate in web-based surveys. Incentives for 
Wk^Sz&k h^MiMi online surveys are usually in the form of cash, 

product samples and/or gift certificates. The type 
I anc * amount of incentive are based on the type and 
%a size of survey and the respondent profile required by 
th e contract and can vary from $2-$ 10 or more. 
^Ifll Sometimes, we do surveys in which no incentive is 
"'If offered at all and sometimes you are entered into 
some pretty major drawings for some really neat 
stuff. In the case of review surveys, you may be 
allowed to keep product samples. 
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■**\ \ Memolink 

r ; ■ : ■ : I Welcome to memolink.com - "y° ur home on the 
" i Web for earning free stuff." It's easy to get gift 
v J certificates from companies like Barnes and Noble, 
■ ,%l \ CDnow, Wal*Mart, Pizza Hut, Olive Garden, Best 
i Buy, Blockbuster and more. You'll earn Memolink 
: points for filling out surveys, visiting and joining 
other Web sites, sampling products and more. Then 
I \ you can redeem your points for one of our many, 
. >] cool prizes! It's SIMPLE, EASY and FREE to join 
1 : l^'.V ;;, ■,. J :<:...-| and we'll even give you 100 points towards your 
f first prize. Please use my referral ID# 

i ^^^'^^i^f^t-liy potogold_freebies@hotmail.com. Thanks. 

fill MultiKredits 

! ''\ :: ;r ; y ; V-i:'-' MultiKredits negotiates with advertisers and f -^^^.^ V -,X ; ^ 

^ f ... % ' & ■:■'■•! vendors to pay you every time you read their e-mail i [ A? ^i^2-^"?^ = . ^= m -^i> V " » ^" " 5 
offers, visit their web Sites, try or purchase their x-:-}C % f^L^k-^^'^ J 

^S^^:^fef;01ii products or participate in their polls. It also actively j, j- ^'-.V .^vf| f 
, .• . '^Mr^ f- ;f searches for rewards that you can take advantage of j ; 4^$^ 
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it gets for your online behavior to you and your 
sponsor friends in the form of Kredits, which you 



> X ^.f can redeem for CASH. MultiKredits also pays you 

" v "' " : " ^ ' Kredits when you and your friends participate in 



:y-...::...- 

:v..&™ A - ■■ ; :*-%J NFO Interactive 



, j surveys, which collect information used to better 
^ target offers to your interests. 



MM-MXM^S^M At consumer opinions count in a big way. Air L^.^^^^^^'^ ||..||' : j 
bags and anti-lock brakes, cash reward credit cards, i- , y ' : - ! 



and childproof safety caps are just a few of the 

i; " ! : "5X"^'-4 : --X ! 4fl innovations driven by consumer opinion and 

S.»^:ft^^lt^ r esearch. 



NPD 



] NPD conducts a variety of different studies 
)''■. \ interactively. Mostly quick, easy surveys, but also 
Online Focus Groups, Internet Site evaluations or 



1|IHHIBI|II1I1B 



New Prototype Site evaluations, and occasional 
f 3 product and software tests. Participation is 

: ! completely voluntary! When you participate you are 
f^^f^^-^^rA often entered into a drawing for a chance to win 

MV^MW% : '^>^^Li CASH prizes. 



Illlillil 



OneSight t 
OneSight provides Internet users with a unique * 

I; ; . . . . y f ; . . • i; ■ opportunity to receive compensation for sharing ( 

j ; * . > : ' : ■ .0 ^; . their time and opinions. For each survey that you i 

--v ■ ^■■^■M complete, you will earn a specified amount in your ! . = : 

/^kj. i OneSight account. All earnings from participating in j 

. -i surveys are credited to this account. OneSight also j 

^^^^■W"W ,r S °flfe rs drawings for cash prizes in conjunction with ; 
igl certain surveys. These drawings are in addition to 
^- . : I V ; = ; : . the amount you earn for every completed survey. 



liiiHiiiiPii 



lilipp 
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OpinionSite 

^ You will receive a free gift or enter into a contest to 



■IIISIIIBIIII 



W l':%^lft^S^ 5^1 w i n a cas h pri ze for every survey that you complete. 
-^-p: i- : Sfl|v,i As one of the leading marketing research 
• • \" organizations, we conduct market research to help 

i :v i^^i our c li ents understand what consumers think about 
400 ?3ti products and services. Our surveys cover a wide 
%J$$§fi range of topics from household products to high 



^^11^^15 technology services as well as the public's opinions rl&I^J.; lM 4>-fefcl 

I . < ■ * j , " -1 on issues of the day. U'H\' ■■■-I 



|j OuestionMarket 

I The payment policy at QuestionMarket.com is 



m&. .... 



simple. There are two kinds of surveys and 



E.i:'Lz:i:::iL.ZL.::::3 depending on the type you participate in, you will 
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g et accor dingly. Some surveys offer to pay 
participants $10 or more just for being involved. 
Vj Other surveys offer participants a 1 in 100 chance to 
"±& : '>\7,\ 1 win $100. In this type of survey there is always one 
|Ji^#|;^ randomly selected winner from every 100 surveys 
f H i submitted. Follow the Take a Survey link and 
register. 
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RedPen 



111 



lite 



Redpen.com conducts two types of surveys: Redpen & ... 
and RedpenLite surveys. Redpen surveys are |f 
■M conducted for our clients and RedpenLite surveys 
i\ f ! are conducted for our members. Redpen.com uses 
; \ ' \ * j an incentive system to encourage timely response to » 
I % " f -ftrj our survey offers. We typically offer $10/hour, 
\. 1| based on the average number of minutes required by ; 

■ v| the test-readers. Thus, a "15-minute survey" would 
> ; be worth $2.50 and a "30-minute survey" would be 

} worth $5.00. Your actual earning rate may be higher • 
I ^ \ / (or lower, depending on how your reading/answering > 

'c* ^ * s P ee d compares to that of our test-readers. Sign up 
x % f or ^ s one S j nce t ^ e y some times close registration 

■ i (they do have a waiting list you can sign up on) 

;. ]A . J'; j : ■ when they have enough people on their active 
survey list! Please use my referral ID# 88577. 
Thanks! 
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■': =] S&H Greenpoints 

* I Remember S&H GreenStamps? Us non-younger 

■ people will. They are back! We value your input. 
. i So, as a member of our consumer panel, you'll get 
■ 'It points. All we ask in return is that you test drive our 
■■■) personal rewards center and share your opinions on * 
. 1 usability and reward propositions. We'll make sure 

: -S you're among the first to know when the program is 
launched! 

\ Spectra 

"\ Members of their research database will receive 
: : e-mail invitations to participate in a variety of online 

■ and off-line research projects. Most projects include 
: an incentive for completion, such as a cash 

A sweepstakes, free product or an online gift % 

\ \ certificate. 

u 

: % Techknow Panel j 

. .! TechKnow Panel is an online market research panel 1 

that will pay you up to $100 per hour for helping 
vl leading technology companies develop their 
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^i^rSi^l^ products. As a member of TechKnow Panel, you [7 ■ : Ojfrzi". " :* "* 
i: ^-^ ^.%|;-= * will be presented with new high technology ^ '^-^ /. ■ . y .3 



j products before they are available to the general 



ipiipill 




^^^^li^x l^SMI public. Through innovative online surveys, you will -^k 



provide input into how the products should be 
designed, developed and marketed. 

TestNow 



mm 



|,. -„i .|. .v^y Although you may complete the surveys at any time I- 



L, : , : .::u/^::?._'L: ! .:^ and at any pace, each survey is limited to a specific 
^^^^fM^M^M n ^mber of responses and may be available for a 



wm wm 



W9M 



an 



\ limited time. They pay people to provide feedback 
v : j via surveys about web sites & other concepts. 



IMppiBBIl 



Voice of the Internet 



Once you are registered, we will notify you by 
e-mail with instructions on how, and where, to take 
the poll. Even if you're not selected, you will be 



p. . . m . ... . V " J entered into our monthly cash giveaway just for 
:Ilt?l| %'f IS registering. At the end of the poll period, a 



■111 



llllllll 



: I percentage of names will be selected to receive a $5 , 
»" | payment for their participation. The number of j 



■ . ■ ; , \ winners is determined by the number of completed 
l ^j 7 ■ "'1. y. : v; surve y S received, and total sponsor generated prize 

l^^^-W' '^%^^$f drawing for a T-shirt. 



^ : money. You can take polls at the site for entry into a 
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• ■ 0$x& S- : - : ■/■ " !r : : 0&<?$pM: P-f^''- '■ * SUl"Vey 



| f ; ; \ ' . . : ! W3 Resources, Inc. is looking for people who are 
j ; . : r\ ""■ willing to participate in surveys and focus groups 

b^r^ ! ^ 4 ?f^vi:i:/^ over the web. Many of their customers are willing to 
| pay incentives in the form of cash, prizes, and 



j||P|l| 



•4 . ■ • ' : 



■llii 



,, : b t *:'*!:. J drawings for your opinions. 



t^$iill' ; ^^S^!I> I The first 100,000 users to sign up as member will 
■ ; ; V r : : : . / - : r : ! earn US$1. You fill in your personal particulars in 

-Si J^S33 the Member's Registration Page in which also 
| ^ , specify your areas of interest. Thereafter, you, the 

1^1^; 35 "'^^Sl:^ member, will have a personal INBOX at our Web 
f ■■^'W> t \M- "*W^"IM S^te which is customised to you and which only you 



4 j4 can access. There will be periodic emails sent to 



ig: you, informing you of the number of messages you 

have received in your INBOX and the amount of 
^ ... , : , . t us$ payable tQ you Eam $1 10 $10 per survey j 

Please enter my referral ID # allensm 



111111111 



If you have any comments or suggestions about this ; 
site please contact 
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SURVEY?? OR QUESTIONNAIRE?? OR POLL?? 

S1(3N) (FIRST OR INITIAL OR PRELIMINARY OR QUALIF? OR SIGN(- 
W)UP OR PRIMARY OR OPENING OR INTRODUCT? ? ? ) 

S1(3N) (SECOND??? OR ADDITIONAL OR FOLLOW (W) UP OR BONUS OR - 
ANOTHER OR REFOCUSED OR RE (W) FOCUSED OR MORE (W) DETAILED OR SE- 
RIES OR SET OR SUBSEQUENT OR SUCCEEDING OR EXTRA OR BONUS OR - 
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?? OR PICK??(W)UP OR GIVEN OR MAILED) 

S4(3N) (CLAIM??? OR RECEIV??? OR OBTAIN??? OR GET???? OR WI- 
N???? OR COLLECT??? OR PICK??(W)UP) 

(I(W)D OR IDENTIFICATION) (W)CARD?? OR PROOF OR TICKET?? OR 
STUB?? 
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S29 (S) REWARD?? 
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10/TI/1 (Item 1 from file: 15) 

DIALOG (R) File 15: (c) 2000 Bell & Howell. All rts . reserv. 
Building rapport in electronic mail using accommodation theory 



10/TI/2 (Item 2 from file: 15) 

DIALOG(R) File 15: (c) 2000 Bell & Howell. All rts. reserv. 

Trust and breach of the psychological contract 



10/TI/3 (Item 3 from file: 15) 

DIALOG(R) File 15: (c) 2000 Bell & Howell. All rts. reserv. 

Using the Internet for travel and tourism survey research: Experiences from 
the net traveler survey 

10/TI/4 (Item 4 from file: 15) 

DIALOG(R) File 15: (c) 2000 Bell & Howell. All rts. reserv. 

Middle-school children's sources and uses of money 



10/TI/5 (Item 5 from file: 15) 

DIALOG(R) File 15: (c) 2000 Bell & Howell. All rts. reserv. 

Your dream house 



10/TI/6 (Item 6 from file: 15) 

DIALOG(R) File 15: (c) 2000 Bell & Howell. All rts. reserv. 

Grantors and gift gatherers 



10/TI/7 (Item 7 from file: 15) 

DIALOG(R) File 15: (c) 2000 Bell & Howell. All rts. reserv. 

The overestimated workweek? What time diary measures suggest 



10/TI/8 (Item 8 from file: 15) 

DIALOG ( R) File 15: (c) 2000 Bell & Howell. All rts. reserv. 

Link between response-inducing strategies and uninformed response 



10/TI/9 (Item 9 from file: 15) 

DIALOG(R) File 15: (c) 2000 Bell & Howell. All rts. reserv. 

World Class : New Incentive Travel Survey Offers Global Perspective 



10/TI/10 (Item 1 from file: 275) 

DIALOG(R) File 275: (c) 2000 The Gale Group. All rts. reserv. 

World Class PC. 



10/TI/11 (Item 1 from file: 16) 

DIALOG(R) File 16: (c) 2000 The Gale Group. All rts. reserv. 

TEENS USE CELLULAR PHONES TO STAY IN TOUCH WITH PARENTS 



10/TI/12 (Item 1 from file: 160) 

DIALOG(R) File 160: (c) 1999 The Gale Group. All rts . reserv. 

Going commercial 



10/TI/13 (Item 1 from file: 148) 

DIALOG(R) File 148:(c)2000 The Gale Group. All rts. reserv. 

Customers come first, (customer service survey) (includes related 
article on Beaufort, NC 1 s Martha's Collection gift shop) 



10/TI/14 (Item 2 from file: 148) 

DIALOG(R) File 148:(c)2000 The Gale Group. All rts. reserv. 

BBDO studies the art of engagement, (advertising agency's BBDO TechSetter 
hotline solicits input on advertising from Compuserve users) (Interactive 
Ad Review) 



10/TI/15 (Item 3 from file: 148) 

DIALOG(R) File 148:(c)2000 The Gale Group. All rts. reserv. - 

Voter reaction to tax change: the case of the poll tax. 



10/TI/16 (Item 4 from file: 148) 

DIALOG(R) File 148:(c)2000 The Gale Group. All rts. reserv. 

Category-based applications and extensions in advertising: motivating more 
extensive ad processing, (includes appendices) 

10/TI/17 (Item 5 from file: 148) 

DIALOG(R) File 148:(c)2000 The Gale Group. All rts. reserv. 

The effect of using a questionnaire identification code and message about 
non-response follow-up plans on mail survey response characteristics . 
(Miscellany) 



10/TI/18 (Item 6 from file: 148) 

DIALOG(R) File 148:(c)2000 The Gale Group. All rts. reserv. 

Scientologists emerge as creators of mystery- shrouded movie firm. (Church 
of Scientology members run Future Films) (company profile) 



10/TI/19 (Item 7 from file: 148) 

DIALOG(R) File 148:(c)2000 The Gale Group. All rts. reserv. 

Bridal couple & jeweler: best friends. (JCK Directions) 
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. . . had focused on ad or brand information while watching the ads . 

Five minutes after collecting the questionnaires, the author asked 
students to complete a second questionnaire . First , subjects spent two 
minutes listing all of the brands or companies that they remembered being 
advertised. Next, they completed an aided recall task measuring their. . . 

. . .After each ad participants filled out a 28-item description list 
comparing this ad to others for the product type. Finally, the 
questionnaires were signed, collected , and the cash prize awarded. 

Subjects were debriefed, and the experiment and its applicability to 
ad testing were discussed. Only eight of the 302 participants surmised that 
phases 1 . . . 
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, . .ABSTRACT: overcome and hard to work around. Research studies on mail 
surveys suggest 5 factors that are most effective in increasing response 
rates in public opinion surveys : saliency, sponsorship, follow -up , 

incentives , and personalization. Steps that have worked to ensure 
favorable response rates including: 1. addressing the cover letter to an 
individual, 2. making the questionnaire clear... 

...TEXT: in the same community at about the same time. Both asked 
respondents to estimate the percentage of their customers located in one 
geographic region. The first survey , with a response rate of 18 

percent, concluded that 89 percent of their customers were located in the 
region. The second survey, with a response... 

. . . response rate for the second survey, its conclusions would be more 
reliable than those of the first, and the difference could affect a firm's 
marketing strategy. The second survey provides an important clue that in 
the first survey a disproportionate number of managers answered whose 
perspective on the market was a local one. 

A second reason for concern about low response rates is... or expertise 

* Importance of participation 

Explain that each reply will enhance the value of the results and therefore 
benefit the industry 

* Who is sponsoring the survey 

Identify the primary sponsor as a way to increase the survey's 
credibility and importance 

* Purpose and benefits of the study 
Describe why such a study is important... 

... Cornell Hotel and Restaurant Administration Quarterly, Vol. 35, No. 6 
(December 1994), pp. 47-57; R.A. Bell, "Corporate Travel -Management 
Trends—Implications for Hotel-Marketing Strategies," Cornell Hotel and 
Restaurant Administration Quarterly, Vol. 34, No. 2 (April 1993), pp. 
30-39; and N.E. Brown and S.A. Rolle, "Tips . . . 4 (1982), pp. 550-553; and J. 
Yu and H. Cooper, "A Quantitative Review of Research Design Effects on 
Response Rates to Questionnaires," Journal of Marketing Research, Vol. 
20, No. 1 (1983) , pp. 36-44 . 

7 Dillman, p. 16. 

8 T.A. Heberlein and R.M. Baumgartner, "Factors Affecting Response Rates... 

... 1970), pp. 273-277; and M.J. Houston and R.W. Jefferson, "The Negative 
Effects of Personalization on Response Patterns in Mail Surveys," Journal 
of Marketing Research, Vol. 12, No. 1 (1975), pp. 114-117. 

13 Don A. Dillman, Ph.D., is the director of the Social and Economic 
Sciences Research. . . 
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...TEXT: of U.S. manufacturers of wood household, upholstered, and wood 
office furniture. The sample used was a combination of a list provided by 
Dun's Marketing (1) and the Furniture Design and Manufacturing "FDM 
300" (2) listing (5). To get maximum coverage of the largest users of wood 
materials, all firms... 

. . .in March 1991. 

RESPONSE RATE 

Several treatments were used to increase response rates, including: 
personalized, hand-signed pre-notif ication letters and cover letters, a 
small gift of appreciation included with the questionnaires , 
hand-signed follow - up" postcards, and one or two follow-up 
questionnaires. Such practices have been shown to increase response rates 
(2,3). Treatments and final response rates for... 

. . . thus a comparison of early respondents to late respondents would give 
results similar to a test of respondents versus non-respondents. Data from 
approximately the first 180 surveys received and the last 180 surveys 
received were tested for non- response bias. 

Response rates and adjusted volumes were computed for each group of 
respondents .. .The Total Design Method. John Wiley & Sons. Inc. N.Y. 

3. Duhan, D.F. and RD. Wilson. 1990. Pre-notif ication and industrial survey 
responses. Indus. Marketing Management 19(2):95105. 

4. Fowler, Jr., F.J. 1984. Survey Research Methods. Sage Publications, Inc. 
Beverly Hills, Calif. 

5. Furniture Design and Manufacturing. 1990 ... Manufactures . Office, Public 
Buildings. and Miscellaneous Furniture: Office and Store Fixtures. Series 
MC87-I-25B(P) . USDC-BOC. Washington. D.C. 

(REFERENCES) 

(1) Dun's Marketing Services, Inc. Parsippany, N.J. 

(2) FDM 300 is the Furniture Design and Manufacturing annual listing of the 
largest manufacturers or furniture, cabinets, architectural woodwork. . . 

...used under the SIC code of the firm's primary product. 

The authors are, respectively, Graduate Research Assistant and Professor 
(deceased), Center for Forest Products Marketing , Dept. of Wood Sci. and 
Forest Products, Virginia Tech, Blackburg VA 24061-0503, and Project 
Leader, USDA Forest Service, Rt . 2 Box 562-B, Princeton... 

their appreciation for financial support provided by the USDA 

Northeastern Forest Expt . Sta., Hardwood Manufacturers Assoc., and the 

members of the Center for Forest Products Marketing . This paper was 

received for publication in December 1992. 
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lacking in methodological rigour. Some studies are limited in that 
they probe opinions and intentions, rather than actual response behaviour. 
For example, a survey of marketing research professionals found that 
researchers believed that respondents 1 degree of interest in the survey 
topic was the most important single reason for response (IMRA 1967... the 
generalisability of the survey questions from bowling centres to 
restaurants . 

Table 1 summarises the demographic characteristics of the survey 
respondents who responded to the first wave of survey questionnaires . 
Due to differential follow-up efforts used to encourage participation from 
non-respondents in each experimental group, reported findings in this study 
are based solely upon the responses to the initial mailing of the survey 
. However, to investigate the possibility of non-response bias, subsequent 
analyses of classif icational and product use variables found no 
statistically significant differences — in either experimental group — 
between the responses to the first wave of questionnaires and those 
obtained in the follow-up process. The table also indicates that no 
statistically significant relationships were found between these 
characteristics and relative response ... two interrelated measures of 
response consistency were examined using the 19-item customer compatibility 
scale found on the second page of both versions of the survey . 

First , with ten of the nineteen items reverse-scored, one might 
expect the scale score variance for apathetic or inattentive respondents to 
be greater than the ... self-select , a bias would be created if 
self-selection were allowed. 

* To reduce non-response bias, use methods known to increase response 
rates, eg, follow -up waves of questionnaires , monetary incentives , 
and prenotif ication . However, to reduce response biases, avoid incentives 
or appeals that might disproportionately entice higher-interest sample 
members to respond. For example, a coupon redeemable for a free consumer 
item probably would be. . . 

...participants tend to be high-involvement bowling enthusiasts. 
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... of goals of researchers is broad. This section presents some 

examples of goals, accompanying research questions, and specific survey 
questions of interest to technical communicators. 

Survey researchers must first consider a study's goal, which 
answers the question, "What am I going to do with the information I 
collect?' 1 Many researchers want to know. . .who have not; or, if the 
researcher has linked names and addresses to the questionnaires, follow-ups 
can be sent only to nonrespondents . Sending a second copy of the 
questionnaire can further improve response rates | 11 

Incentives 

Research on the effects of monetary incentives ($0 . 25-$l . 00) on 
response rates for mailed questionnaires has revealed that incentives do 
improve response rates... its iteration should be to elicit the same 
responses. Alternatively, the same questionnaire can be readministered to a 
pilot group a few weeks after the initial questionnaire . The answers to 
the original questions and the subsequent questions can be correlated. 

Validity refers to the degree to which the survey actually measures 
what... What are the three biggest obstacles to the success of a 
collaborative writing project? 

(List the obstacles in order of importance, with the most important 
first . ) 
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HILTON HOTELS: Hilton to offer $1 million in instant travel gifts daily 
new effort to attract frequent and occasional travelers 

November 3, 1986 



In an unprecedented effort to attract 
the occasional traveler as well as the frequent flyer, Hilton will 
provide $1 million in instant travel gifts daily, and distribute them 
to every guest, everyday, beginning Jan. 1, 1987. 

A wide range of travel gifts — from a year's unlimited travel on 
United Airlines and TWA, free Cunard Cruises and free stays at Hilton, 
to discounts for airline tickets, Cunard cruises, Hertz car rentals and 
Hilton rooms, food and beverage — will be presented to every Hilton 
guest through the end of April every time they check out. 

Each guest will receive a gift with an average value of $50 for 
each night they stayed in the hotel. The program will be known as 
Hilton's Instant $1 Million-a-Day "Thank You." 

"This program is designed to create a new sense of excitement at 
Hilton and, at last, offer an award program for people who travel less 
than 10 times a year," said Barron Hilton, chairman and president. 

"We are spending a billion dollars to improve the quality of our 
hotels throughout the United States, and now we're providing a dramatic 
incentive for travelers of all types to sample the new quality of our 
facilities and services. 

"To show our gratitude for their patronage, we're using this 
program to say, 'thank you.' " 

According to Joseph P. Smyth, senior vice president of marketing, 
the company's Instant $1 Million-a-Day "Thank You" is as generous as 
it sounds -- a million dollars in free and discounted travel given away 
to Hilton guests everyday. 

"Every time our guests check out, they'll receive a gift card for 
each night they have stayed with us," he said. "The travel gifts 
will be divided evenly between discounts on airlines, car rentals, 
cruises and Hilton rooms, food and beverage. 

"We'll continuously give away free tickets to Europe or Hawaii, 
free Hilton stays, free cruises and a year of unlimited air travel or 
hotel stays at Hilton." 

Smyth estimates that 30,000 guests check out of U.S. Hiltons 
everyday, and many of them don't travel often enough to earn awards 
offered by the "frequent traveler games" operated by airlines and 
hotels . 

"By providing substantial travel gifts to every guest, everyday 
— instantly -- we hope to encourage even the most occasional business, 
convention and vacation traveler to sample Hilton's new level of 
service and hospitality," he said. 

"We're also convinced that the value of the gifts will attract the 
nation's most frequent travelers as well. We are offering 'instant 
gratification' to the four million business travelers who make 11 or 
more trips a year, and substantial travel gifts to the 16 million other 
business people who travel between two and 10 times a year." 

Hilton's Instant $1 Million-a-Day "Thank You" will be offered by 
participating hotels until April 30, 1987 to build business through the 
first quarter, and more importantly, to build a data base of business 
travelers that will serve as the foundation for a long-term travel 
award program. 



Byline : 
Dateline : 
Time: 

Word Count: 



Travel Editors & Business Writers 
Beverly Hills, Calif. 
13:44 PT 
675 



"At check-on, guests will receive an application with an 
identification card for free membership in the program, " said Deirdre 
Schumacher, director of business traveler programs. 

"At check-out, they will hand in the completed application and 
receive a gift card for each night of their stay. If they stayed three 

nights, they 1 11 receive three gifts . It's that simple, and that 
generous . " 

At the conclusion of the instant gift program, Hilton will 
inaugurate a frequent traveler program where guests 1 usage of the hotel 
system will be tracked. Guests will receive special travel awards and 
preferential services in recognition of the amount of business they do 
with Hilton. 

Hilton is nearing completion of a $1 billion restoration and 
expansion program involving more than a dozen of its largest 
properties. It is also embarking on an aggressive, five-year program 
of new hotel development that will add 100 properties to its system 
of 275 U.S. hotels. 

By the end of 1991, Hilton will grow from today 1 s total of 100,000 
rooms to more than 133,000 rooms. 

CONTACT: Hilton Hotels Corp., Beverly Hills 
Barbara Sofie, 213/205-4019 
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CARTER, POPE MOST ADMIRED 



11/TI/7 (Item 1 from file: 632) 

DIALOG(R) File 632: (c) 2000 Chicago Tribune. All rts. reserv. 

WHAT'S COOKING CULINARY CLASSES ABOUND IN CHICAGO AREA ETHNIC CLASSES 



11/TI/8 (Item 2 from file: 632) 

DIALOG (R) File 632: (c) 2000 Chicago Tribune. All rts. reserv. 

WHAT STUDENTS REALLY EAT 



11/TI/9 (Item 1 from file: 633) 

DIALOG (R) File 633: (c) 2000 Philadelphia Newspapers Inc. All rts. reserv. 

FASCINATION WITH THE LINDBERGHS LIVES ON 



11/TI/10 (Item 1 from file: 638) 

DIALOG(R) File 638: (c) 2000 Newsday Inc. All rts. reserv. 

NEW YORK NEWSDAY COMMUNITY AFFAIRS NEW YORK NEWSDAY NAMES SIX HIGH HONORS 
FINALISTS 



11/TI/11 (Item 1 from file: 640) 

DIALOG(R) File 640: (c) 2000 Chronicle Publ . Co. All rts. reserv. 



PERSONALS 



ll/TI/12 (Item 1 from file: 702) 

DIALOG(R) File 702: (c) 2000 The Miami Herald Publishing Co. All rts. reserv. 

MIAMI BEACH NO PENALTY FOR COP WHO HIT SUSPECT IN RAKOW SHOOTING 



11/TI/13 (Item 1 from file: 703) 

DIALOG(R) File 703: (c) 2000 USA Today. All rts. reserv. 

VERSATILE SURHOFF SIGNS WITH ORIOLES 



11/TI/14 (Item 1 from file: 713) 

DIALOG(R) File 713: (c) 2000 Atlanta Newspapers. All rts. reserv. 

FRIENDS, ADMIRERS PAY TRIBUTE TO DOOLEY 



11/TI/15 (Item 1 from file: 735) 

DIALOG(R) File 735: (c) 2000 St. Petersburg Times. All rts. reserv. 

IN HONOR OF MOM ! S DAY, SOME FEMININE FIGURES 



11/TI/16 (Item 1 from file: 710) 

DIALOG (R) File 710: (c) 2000 Times Newspapers. All rts. reserv. 

No matter who wins the Bonn race, taxes will rise; Analysis 



11/TI/17 (Item 2 from file: 710) 

DIALOG(R) File 710: (c) 2000 Times Newspapers. All rts. reserv. 

PRIZES FOR ALL AFTER A DAY OF SEA AND SAKE; POSTCARD FROM JAPAN 



11/TI/18 (Item 3 from file: 710) 

DIALOG(R) File 710: (c) 2000 Times Newspapers. All rts. reserv. 

POLES BACK A DARK HORSE AS WALESA 1 S GLORY FADES; POLISH ELECTION 



11/TI/19 (Item 4 from file: 710) 

DIALOG (R) File 710: (c) 2000 Times Newspapers. All rts. reserv. 



A SYMPHONY OF LOIRE WINES; EATING OUT 

9 



15/TI/1 (Item 1 from file: 635) 

DIALOG(R) File 635: (c) 2000 Bell & Howell. All rts . reserv. 
The 10 best places to work in London 



15/TI/2 (Item 1 from file: 570) 

DIALOG (R) File 570: (c) 2000 The Gale Group. All rts. reserv. 

The Wired Bunch 



15/TI/3 (Item 1 from file: 146) 

DIALOG(R) File 146: (c) 2000 Washington Post. All rts. reserv. 

"They Are Not My Jury" At 35, Susan O'Malley has risen to the top of the 
pro sports business. She has turned her success into a public fable, a 
motivational speech. But how much credit has she really earned? 

15/TI/4 (Item 1 from file: 630) 

DIALOG(R) File 630: (c) 2000 Los Angeles Times. All rts. reserv. 

Oldest Cultures Pose Biggest Hurdles to Liberalization 

Tradition: Though Confucian and Islamic societies are dabbling in 

democracy, can token moves lead to reform? 
DEMOCRACIES IN PERIL. Hope Turns to Frustration as Wave of Freedom Ebbs. 

Third of four parts 

15/TI/5 (Item 2 from file: 630) 

DIALOG(R) File 630: (c) 2000 Los Angeles Times. All rts. reserv. 

Kentucky Governor 1 s Race May Bode Well for Democrats 

Elections : Southern votes are closely watched for hints of party leanings . 
GOP hoped to continue 1994 tilt, but early returns indicate first loss. 

15/TI/6 (Item 1 from file: 638) 

DIALOG(R) File 638: (c) 2000 Newsday Inc. All rts. reserv. 

THE PEOPLES 1 RESTAURANT CHOICES LONG ISLANDERS GOT A CHANCE TO RATE LOCAL 
RESTAURANTS IN THE FIRST ZAGAT GUIDE FOR THE SUBURBS. AND NOW THEIR 
"REVIEWS" ARE IN 



15/TI/7 (Item 2 from file: 638) 

DIALOG(R) File 638: (c) 2000 Newsday Inc. All rts. reserv. 

THE MARVIN KITMAN SHOW 1 FAWLTY TOWERS r - VICTORIOUS! SEE END OF TEXT FOR 
SIDEBAR: MARVIN KITMAN 1 S 1 FUNNIEST BRITISH SHOW 1 POLL 



15/TI/8 (Item 1 from file: 702) 

DIALOG(R) File 702: (c) 2000 The Miami Herald Publishing Co. All rts. reserv. 

A CAUTIONARY GUIDE TO POLLS 



15/TI/9 (Item 2 from file: 702) 

DIALOG(R) File 702: (c) 2000 The Miami Herald Publishing Co. All rts. reserv. 

INDIANAPOLIS: NO LONGER A NO-PLACE, IT f S CRAZY ABOUT RACING AND BASKETBALL 



15/TI/10 (Item 1 from file: 703) 



DIALOG ( R) File 703: (c) 2000 USA Today. All rts. reserv. 
Series match made in baseball heaven 



15/TI/11 (Item 2 from file: 703) 

DIALOG(R) File 703: (c) 2000 USA Today. All rts. reserv. 

ACROSS THE USA: NEWS FROM EVERY STATE 



15/TI/12 (Item 1 from file: 714) 

DIALOG (R) File 714: (c) 2000 Baltimore Sun. All rts. reserv. 

CHURCHES PREPARE HOLY WEEK, EASTER SERVICES NORTH COUNTY — LINTHICUM 
FERNDALE * BROOKLYN PARK * PUMPHREY 



15/TI/13 (Item 2 from file: 714) 

DIALOG (R) File 714: (c) 2000 Baltimore Sun. All rts. reserv. 

PENNSYLVANIA VOTE WILL SHOW LITTLE ABOUT CLINTON 



15/TI/14 (Item 1 from file: 735) 

DIALOG(R) File 735: (c) 2000 St. Petersburg Times. All rts. reserv. 

WHO'S NO. 1? GULF WAR TOPS THE POLL, BUT IT WASN ! T THE BEST 



15/TI/15 (Item 1 from file: 710) 

DIALOG(R) File 710: (c) 2000 Times Newspapers. All rts. reserv. 

LEEDS SURVIVE THEIR PUNISHMENT ; FOOTBALL ; MATCH REPORT 



15/3, K/2 (Item 1 from file: 570) 

DIALOG (R) File 570: Gale Group MARS ( R ). 

(c) 2000 The Gale Group. All rts . reserv. 

01628321 Supplier Number: 47425484 (USE FORMAT 7 FOR FULLTEXT) 
The Wired Bunch 

American Demographics, vl9, n6, plO 

June, 1997 

ISSN: 0163-4089 

Language: English Record Type: Fulltext 
Document Type: Magazine/ Journal; Trade 
Word Count: 2704 

... on their demographic characteristics, product use, and computer 

use; the company draws survey samples from this pool and offers 
participants cash or the chance to win a prize . "Our panel members are 
usually research virgins," says Cook. "They refuse other forms of research 
but participate in online research because it's not intrusive ... a 
home-office product, purchased over a short span of years," says Steve 
Cook. The survey was a complicated, multi-stage process where respondents 
would first fill out a questionnaire and then install a computer disk 
with additional questions. "In six months of telephoning, they spent 
thousands of dollars and found just a few people. . . 

...your vehicle," says Steve Cook. "We tell our clients that the results 
may not be projectible, and they need to be aware of the biases." 

Another weakness of online surveys is the difficulty of verifying 
to whom you're talking. Stories abound of men 



22/TI/1 (Item 1 from file: 635) 

DIALOG(R) File 635: (c) 2000 Bell & Howell. All rts. reserv. 
Panel to study state incentive deals 



22/TI/2 (Item 2 from file: 635) 

DIALOG(R) File 635: (c) 2000 Bell & Howell. All rts. reserv. 

Higher ed keeps Mercer ahead 



22/TI/3 (Item 1 from file: 146) 

DIALOG (R) File 146: (c) 2000 Washington Post. All rts. reserv. 

Scratching the Lottery Itch 



22/TI/4 (Item 2 from file: 146) 

DIALOG(R) File 146: (c) 2000 Washington Post. All rts. reserv. 

Scratching the Lottery Itch 



22/TI/5 (Item 3 from file: 146) 

DIALOG(R) File 146: (c) 2000 Washington Post. All rts. reserv. 

AROUND THE REGION -p.G. Man Lucky, but Late 



22/TI/6 (Item 1 from file: 492) 

DIALOG ( R) File 492: (c) 2000 Phoenix Newspapers. All rts. reserv. 

LOTTO 'WINNER' AT LOSS FOR TICKET SUES FLORIDA IN BID FOR $6 MILLION 



22/TI/7 (Item 1 from file: 494) 

DIALOG(R) File 494: (c) 2000 St Louis Post-Dispatch. All rts. reserv. 

PUT IT ON THE P. A. 



22/TI/8 (Item 2 from file: 494) 

DIALOG(R) File 494: (c) 2000 St Louis Post-Dispatch. All rts. reserv. 

AB TRIAL HEADS INTO FINAL LEAP 



22/TI/9 (Item 1 from file: 631) 

DIALOG(R) File 631: (c) 2000 Boston Globe. All rts. reserv. 

MADNESS ON SLOPES 



22/TI/10 (Item 1 from file: 633) 

DIALOG (R) File 633: (c) 2000 Philadelphia Newspapers Inc. All rts. reserv. 

'A SHAME* $5.57 MILLION GOES DOWN UNCLAIMED IN LOTTERY HISTORY 



22/TI/11 (Item 2 from file: 633) 

DIALOG (R) File 633: (c) 2000 Philadelphia Newspapers Inc. All rts. reserv. 



U.N. CHIEF ARRIVES IN MOSCOW 



22/TI/12 (Item 1 from file: 641) 

DIALOG(R) File 641: (c) 2000 Scripps Howard News. All rts. reserv. 

SPORTSHOTS RULES 



22/TI/13 (Item 1 from file: 702) 

DIALOG(R) File 702: (c) 2000 The Miami Herald Publishing Co. All rts. reserv. 

BANKERS SAVE MAN FROM LOTTERY SCAM 



22/TI/14 (Item 2 from file: 702) 

DIALOG(R) File 702: (c) 2000 The Miami Herald Publishing Co. All rts. reserv. 

WHEN YOU MAKE A SUBSTANTIAL GIFT, GIVE THE RECIPIENT DOCUMENTATION 



22/TI/15 (Item 3 from file: 702) 

DIALOG (R) File 702: (c) 2000 The Miami Herald Publishing Co. All rts. reserv. 

IF YOU DIDN'T HAVE TAX SHELTERS, CHANCES ARE YOU WON 1 T BE AUDITED 



22/TI/16 (Item 1 from file: 713) 

DIALOG(R) File 713: (c) 2000 Atlanta Newspapers. All rts. reserv. 

U.S. has no peer in Nobels 



22/TI/17 (Item 1 from file: 735) 

DIALOG(R) File 735: (c) 2000 St. Petersburg Times. All rts. reserv. 

LOTTO WINNERS STAKE CLAIM TO RECORD POT 



22/TI/18 (Item 1 from file: 710) 

DIALOG(R) File 710: (c) 2000 Times Newspapers. All rts. reserv. 



Mubarak crusade fails to crush Muslim militants; Egypt 
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File 347:JAPIO Oct 1 97 6-2 000/Apr (UPDATED 000816) 

(c) 2000 JPO & JAPIO 
File 350 : DERWENT WPIX 1963-2000/UD=, UM=, & UP=200038 

(c) 2000 Derwent Info Ltd 

Set Items Description 

51 12178 SURVEY?? OR QUESTIONNAIRE?? OR POLL?? 

52 173 S1(3N) (FIRST OR INITIAL OR PRELIMINARY OR QUALIF? OR SIGN( 

W)UP OR PRIMARY OR OPENING OR INTRODUCT??? ) 

53 269 S1(3N) (SECOND??? OR ADDITIONAL OR FOLLOW(W)UP OR BONUS OR 

ANOTHER OR REFOCUSED OR RE (W) FOCUSED OR MORE (W) DETAILED OR SE 
RIES OR SET OR SUBSEQUENT OR SUCCEEDING OR EXTRA OR BONUS OR 
SUCCESSIVE OR ENSUING) 



S4 


303102 


REWARD?? OR PRIZE?? OR GIFT?? OR INCENTIVE?? OR PRESENT?? 


S5 


12214 


S4(5N) (RECEIV??? OR SENT OR GET???? OR WIN???? OR COLLECT?- 






?? OR PICK?? (W) UP OR GIVEN OR MAILED) 


S6 


15125 


S4(5N) (CLAIM??? OR RECEIV??? OR OBTAIN??? OR GET???? OR WI- 




N???? OR COLLECT??? OR PICK??(W)UP) 


S7 


113540 


(I(W)D OR IDENTIFICATION) (W)CARD?? OR PROOF OR TICKET?? OR 






STUB?? 


S8 


3 


S2 (S) S4 


S9 


7 


S2 AND S4 


S10 


4 


S9 NOT S8 


Sll 


10 


S3 AND S4 


S12 


32 


SI AND S5 


S13 


32 


S12 NOT (Sll OR S9) 


S14 


15 


SI (S) S5 


S15 


145 


S6 AND S7 


S16 


102 


S6 (S) S7 


S17 


5 


S16 AND (I(W)D OR IDENTIFICATION) (W)CARD?? 


S18 


1424 


MARKETING OR PAID (W) SURVEY?? OR (INCENTIVE OR REWARD??) (W) - 




PROGRAM?? OR LOYALTY OR RESPONDENT?? 


S19 


21 


S5 AND S18 


S20 


2 


SI AND S19 



8/TI/1 (Item 1 from file: 347) 

DIALOG (R) File 347: (c) 2000 JPO & JAPIO. All rts - reserv. 

GROUND FAULT POSITION SURVEYING METHOD 



8/TI/2 (Item 1 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Documentation for building quantity surveying - uses overview document 
keyed to construction drawings and referring to detailed documents 
specific to particular task 

8/TI/3 (Item 2 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Digital computer interrupter for real-time control - has inquiry units 
and control unit outputs connected to address registers, and decoders to 
handle large number of interruptions 



11/TI/1 (Item 1 from file: 347) 

DIALOG(R) File 347: (c) 2000 JPO & JAPIO. All rts . reserv. 
RADAR SYSTEM AND RADAR DEVICE USING THE SYSTEM 



ll/TI/2 (Item 2 from file: 347) 

DIALOG(R) File 347: (c) 2000 JPO & JAPIO. All rts. reserv. 

METHOD OF JUDGING IN-CONDUIT MULTIPLE REFLECTION SIGNAL IN ULTRASONIC 
CONDUIT LINE SURVEYING SYSTEM 



11/TI/3 (Item 3 from file: 347) 

DIALOG(R) File 347: (c) 2000 JPO & JAPIO. All rts. reserv. 

REGULAR TRIANGULAR GEODETIC DATUM POINT BY SPHERICAL TRIANGULAR METHOD IN 
SHRINE SITE 



ll/TI/4 (Item 4 from file: 347) 

DIALOG(R) File 347: (c) 2000 JPO & JAPIO. All rts. reserv. 

OPTICAL DISK AND OPTICAL DISK REPRODUCING DEVICE 



11/TI/5 (Item 1 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Survey coordinate transformation method for map-aided navigation system 



11/TI/6 (Item 2 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Geophone array for seismic prospecting in shallow marine or land 
environment - with spike associated with each of multiple sensors for 
anchoring in earth and damage-preventing shield 



11/TI/7 (Item 3 from file: 350) 

DIALOG (R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Measuring coordinates of monitoring or measurement product - using 
tachometer, reflecting mirror, and difference between reference signal 
and reflected light measurement signal 



11/TI/8 (Item 4 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info 

Fault checking method for slave device 
control signal for every other poll to 
response 



Ltd. All rts. reserv. 

- having master control asserting 
cause slave to invert bits in its 



11/TI/9 (Item 5 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Automatic tool grinding machine with computer control - has power 
operated swivel to turn holder between angularly related positions for 
presenting tool to different grinding units 



ll/TI/10 (Item 6 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 



Industrial adaptive robot opto -electronic control - has output from image 
input unit to trigger at input to contour calculator with output 
converted for command and control units 



i 

17/TI/1 (Item 1 from file: 350) 

DIALOG (R) File 350: (c) 2000 Derwent Info Ltd. All rts . reserv. 



Cart return system for shopping cart in supermarket, has loop oscillator 
circuit to detect change in inductance of loop which identifies cart 
return condition, and microcontroller for providing customer code 

17/TI/2 (Item 2 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Thread for forgery prevention paper such as gift certificates , cheques or 
stock certificates - has an organic solvent fusible type thermoplastic 
adhesive of predefined glass transition temperature applied as a thin 
layer in thread shape to both sides of paper layer 



17/TI/3 (Item 3 from file: 350) 

DIALOG (R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Security system for preventing unlawful dispensing of product from 
vending machine - has processor to calculate user 1 s age from ID card and 
current date and to compare age to legal purchasing age for determining 
whether dispensing can be enabled 

17/TI/4 (Item 4 from file: 350) 

DIALOG (R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Automated marketing and gaming system e.g. for state lottery - uses 
remote computer terminal and data processor for matching certain user 
indicia with corresp. game indicia 

17/TI/5 (Item 5 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Automated sweeps take -type game using teller machine - uses financial 
institution remote computer and data processor for matching certain user 
indicia with corresp. game indicia 



19/TI/1 (Item 1 from file: 347) 

DIALOG(R) File 347: (c) 2000 JPO & JAPIO. All rts . reserv. 

SALES METHOD OF COMMODITY 



19/TI/2 (Item 1 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Skill contest providing type subscriber information collection and 

marketing management system in Internet, tracks received information 
to allot prizes for best subscriber information apart from referral 
commission 



19/TI/3 (Item 2 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv, 

Beauty parlour multi level marketing system - depicts a multi 
generation family receiving rewards as participants . NoAbstract 



19/TI/4 (Item 3 from file: 350) 

DIALOG (R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Sales promotion package for product marketing, has advertisement column 
on both sides and questionnaire and key item entry columns below it, and 
application column which is provided on different sheets 

19/TI/5 (Item 4 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Marketing method using receipts - involves seller giving the customer 
receipts , each comprising a copy of main coupon and several secondary 
coupons with serial number, name of seller, date of sale etc. , with 
secondary coupons entitling the customer to discounts etc 

19/TI/6 (Item 5 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

A reward program administering method e.g. for businesses 



19/TI/7 (Item 6 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Group reward program managing method e.g. for computer applications, 
point of sale system 

19/TI/8 (Item 7 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Lottery incentive scheme product label manufacture and validation method 



19/TI/9 (Item 8 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Subscriber loyalty reward announcement method for e.g. inter-exchange 
telephone service provider 



19/TI/10 (Item 9 from file: 350) 



DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 



Database marketing information system for mall loyalty reward credit 
card 



19/TI/ll (Item 10 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Portable safe for distributing prizes - has thumbwheel for winning 
participant number selection and counter for prize allocation or operator 
remote override 



19/TI/12 (Item 11 from file: 350) 

DIALOG (R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Game of chance for marketing of publication - has at least one page 
with prize information printed on it and indicia corresponding to prize 
information with second indicia on mailing label 

19/TI/13 (Item 12 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Greetings card with gift - has scratch- off area under which message is 
hidden notifying recipient of gift and how to obtain it 



19/TI/14 (Item 13 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Data distribution and acquisition system with incentive information 
available via medium - has incentive coupon data provided to user 
personal computer via radio or network and printed into coupons after 
data input with usage reports is formed 

19/TI/15 (Item 14 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Telecommunications reward provision for member using credit card - 
involves updating member's reward profile using transaction value 
generated at point of sale and member file 

19/TI/16 (Item 15 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Computer system to send commercial information by facsimile - involves 
sending customers so the information by facsimile transmission in 
standard format and can pick out services required 

19/TI/17 (Item 16 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Viewer response method for radio and television broadcasting - has 
instructional signal modulated onto signal transmitted concurrently with 
television program to remote stations for storage in memory 

19/TI/18 (Item 17 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Coin- receiving reward device - is formed with coin receiving pockets 



in alignment related to time as well as task 



19/TI/19 (Item 18 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts . reserv. 

Automated marketing and gaming system e.g. for state lottery - uses 
remote computer terminal and data processor for matching certain user 
indicia with corresp. game indicia 

19/TI/20 (Item 19 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Remote controlled tracking transmitter for missing vehicle - is activated 
upon sending out proper transmission signals which are encoded to be 
distinguishable from other 

19/TI/21 (Item 20 from file: 350) 

DIALOG(R) File 350: (c) 2000 Derwent Info Ltd. All rts. reserv. 

Game having publicity or advertising theme - players find concealed 
marks, or note differences, in publicity brochures 



File 348: European Patents 1978-2000/Aug W02 

(c) 2000 European Patent Office 
File 349:PCT Fulltext 1983-2000/UB=20000810, UT=20000727 

(c) 2000 WIPO/MicroPat 

Set Items Description 

51 18962 SURVEY?? OR QUESTIONNAIRE?? OR POLL?? 

52 685 S1(3N) (FIRST OR INITIAL OR PRELIMINARY OR QUALIF? OR SIGN(- 

W)UP OR PRIMARY OR OPENING OR INTRODUCT? ? ? ) 

53 1081 S1(3N) (SECOND??? OR ADDITIONAL OR FOLLOW (W)UP OR BONUS OR - 

ANOTHER OR REFOCUSED OR RE (W) FOCUSED OR MORE (W) DETAILED OR SE- 
RIES OR SET OR SUBSEQUENT OR SUCCEEDING OR EXTRA OR BONUS OR - 
SUCCESSIVE OR ENSUING) 



S4 


8916 


REWARD?? OR PRIZE?? OR GIFT?? OR INCENTIVE?? 


S5 


758 


S4(3N) (RECEIV??? OR SENT OR GET???? OR WIN???? OR COLLECT?- 






?? OR PICK?? (W) UP OR GIVEN OR MAILED) 


S6 


904 


S4(3N) (CLAIM??? OR RECEIV??? OR OBTAIN??? OR GET???? OR WI- 




N???? OR COLLECT??? OR PICK??(W)UP) 


S7 


31567 


(I(W)D OR IDENTIFICATION) (W)CARD?? OR PROOF OR TICKET?? OR 






STUB?? 


S8 


0 


S2(S)S5 


S9 


1 


S2(S)S4 


S10 


38 


S2 AND S4 


Sll 


16 


S10 AND S3 


S12 


12 


S3 AND S5 


S13 


12 


S12 NOT S16 


S14 


96 


S6 (S) S7 


S15 


3 


S6{S) ((I(W)D OR IDENTIFICATION) (W)CARD??) 


S16 


11 


S14 AND SI 



9/5/1 (Item 1 from file: 349) 

DIALOG (R) File 349:PCT Fulltext 

(c) 2000 WIPO/MicroPat. All rts . reserv. 

00436209 

TELECOMMUNICATIONS REWARD METHOD 

PROCEDE POUR EFFECTUER DES RI STOURNES DANS LE DOMAINS DES 
TELECOMMUNICATIONS 

Patent Applicant/Assignee: 

BURDON Douglas 

SMITH Dean Bennett 
Inventor (s) : 

BURDON Douglas 

SMITH Dean Bennett 
Patent and Priority Information (Country, Number, Date) : 

Patent: WO 9631848 A2-A3 19961010 

Application: WO 96CA198 19960405 (PCT/WO CA9600198) 

Priority Application: CA 2142691 19950405 
Designated States: AL AM AT AU AZ BB BG BR BY CH CN CZ DE DK EE ES FI GB GE 

HU IS JP KE KG KZ LK LR LS LT LU LV MD MG MK MN MW MX NO NZ PL PT RO RU 

SD SE SG SI SK TR TT UA UG US UZ VN KE LS MW SD SZ UG AM AZ BY KG KZ MD 

RU TJ TM AT BE DK ES FI FR GB GR IE IT LU MC NL PT SE BF BJ CF CG CI CM 

GA GN ML MR NE TG 
Main International Patent Class: G07F-007/02; 
International Patent Class: G06F-017/60; H04M-017/00; 
Publication Language: English 
Fulltext Availability: 

Detailed Description 

Claims 

Fulltext Word Count: 13564 
English Abstract 

A telecommunications reward method provides telecommunications services 
rewards for purchases made by members. The reward method frequently 
updates the member's reward profiles so that rewards are virtually 
instantaneous. The rewards consist of telecommunications services, for 
example long-distance call minutes or cellular telephone air time, and 
are easily redeemed. Apparatus for implementing the method includes a 
high-level control centre and a database management system. 
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The beginning steps of a survey or game will include a brief explanation 
of what it is about. For example, "Partner X will reward you with 5 
reward system units to answer the following survey 11 . The introduction 
will also give the caller an option to continue or skip. If the caller 
chooses to skip the survey or game they simply move on... 
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Detailed Description 

... critical problems of online data bases: what answers (data) to collect 
and how to collect them. The solution of the invention is to estimate the 
reward for supplying a given answer, and then report this reward to 
users who might be in a position to supply the answer. Basically, the 
system tells users, "Enter this answer and I project you will... 

...average, it will be supplied by a 1 requestor or by someone a requestor 
tells of the pay-off. Moreover, this pay-off is an incentive to correct 
or update faulty answers . 

Brief Description of Drawings 

Figure I shows a flow chart of the basic system. 

Figures 2a shows the flow. .. interested in buying the answer. The problem 
here is that if Rex knows that an answer is not in the system, he may 
feel no incentive to make an offer or to reject or accept a price. He 
may feel it is a waste of his time to even bother. Like...s price, Then 
we cannot be sure if he is rejecting the answer or the price. The problem 
here is that Rex may feel no incentive to explicitly reject the price 
and no incentive to make a counter-offer. He may just not bother 
expressing any interest explicitly. Like any shopper who sees an item 
that he wants but... be looked at as investors. They are the "early 
adopters" who pay the initial higher price, and in some sense deserve to 
share in the rewards of the lower price. They may share to the extent 
that they even profit. This is a fundamental way of paying for 
innovation. 

Who Makes ... pay-off equation for a prospector determines whether or not 
an answer will be provided. The basic equation, ignoring the evaluation 
of alternatives, is: (Projected reward ) - (projected cost) projected 
profit. Since uncertainty about the competition can wreak havoc with the 
projected reward , it can be crucial for a prospector to find out about, 
or nullify, the competition. 

Two General Approaches 

AC takes two general approaches to help... can be granted the reservation 
should the reserver fail to do so within the time limit. 



Fees and Penalties. In order to provide a greater incentive to 



reservers to fulfill their obligations, AC can assess fees for 
reservations. Likewise, AC can assess penalties should a reserver fail to 
fulfill his commitment. . .of the advantages of AC is that the royalty 
rules and the POF are infinitely variable. Thus, the system Manager can 
adjust the rules to reward certain actions such as the correcting of 
answers and the inputting of an initial set of answers. 

Chapter 14: Property Rights 
Since AC collects answers... 

.be made exact. For example, taking the hypothetical poll question above, 
say someone does a poll and enters the answer. Then say someone else does 
another poll later and enters another result. Should the second 
result be considered a new answer? What if the second poll copied the 
technique of the first poll ? What if the second result was not from 
a totally new poll but was a reinterpretation of the first result? What 
if the second poll answer was more accurate but combined new poll 
data with the first poll f s data? While realizing that there are no 
good general rules, we can only say that AC needs to include rules for 
defining property rights ... that chapter is not written up yet.) b. Snitch 
AC can include a function that enables any user to report plagiarism, and 
possibly get a reward , which possibly can be paid by the offender. The 
snitch can report the plagiarism to Sue or to a system judge, c. Flip 
Flop Stopper . . . 
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Detailed Description 

... critical problems of online data bases: what answers (data) to collect 
and how to collect them. The solution of the invention is to estimate the 
reward for supplying a given answer, and then report this reward to 
users who might be in a position to supply the answer. Basically, the 
system tells users, "Enter this... be made exact. For example, taking the 
hypothetical poll question above, say someone does a poll and enters the 
answer. Then say someone else does another poll later and enters 
another result. Should the second result be considered a new answer? 
What if the second poll copied the technique of the first poll ? 
What if the second result was not from a totally new poll but was a 
reinterpretation of the first result? What if the second poll answer 
was more accurate but combined new poll data with the first poll ! s data? 
While realizing that there are no good general rules, we... labels, but 
that chapter is not written up yet.) b. Snitch AC can include a function 
that enables any user to report plagiarism, and possibly get a reward 
, which possibly can be paid by the offender. The snitch can report the 
plagiarism to Sue or to a system judge, c. Flip Flop Stopper... 
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English Abstract 

A system and method are provided for promoting use by an audience member 
of a portable broadcast exposure monitoring and/or recording device (100) 
in accordance with a predetermined usage criterion. A sense signal (134, 
136, 138) is provided indicating whether the device is being carried with 
the person of the audience member, and a time signal (118) corresponding 
with the sense signal is also provided. An indication (142, 144, 146, 
148) to the audience member of whether the audience member's usage of the 
device has been in accordance with the predetermined usage criterion is 
provided based on the sense signal and the corresponding time signal. 
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the device with her or his person at a particular time or whose 
monitoring device was recharging after being carried. To further motivate 
compliance with survey procedures, such a bonus incentive may be 
given on the condition that the monitoring device is coupled to the 
docking station during a predetermined time after the centralized 
facility has been enabled by... at step 642 the data transfer system 
downloads information to the monitoring device. In certain embodiments, 
messages to be displayed to the audience member, including reward 
messages received from the centralized facility, are downloaded to the 
monitoring device 100 at this time. 

The device 100 displays the downloaded messages, for example, by means... 
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English Abstract 

A system and method for wagering and for evaluating responses to 
broadcast programs, such as television programs, includes an 
instructional signal modulated onto a signal transmitted concurrently 
with the television program, or time-multiplexed with a television. At 
each of a plurality of remote receiving stations (16, 18), one or more 
members of a remote audience (94) has the opportunity to respond to a 
situation presented in the television program by entering a response on a 
keyboard (44) . The system includes, at each remote receiving station, a 
response unit (22) having a memory (106) responsive to the instructional 
signal for storing acceptable responses, a comparison circuit (116) for 
comparing responses entered at the keyboard with those stored in the 
memory, circuitry (104) for scoring responses in accordance with commands 
from the instructional signal, and a recording device (46) for providing 
a permanent record of the audience score at the remote station. For 
conducting a sweepstakes, numbers or other responses are entered at the 
remote stations and are stored at a central facility for verification. 
The program may be presented live conducted by a host at a central 
station (12), or by a prerecorded message accessible by telephone from a 
remote station with regulation from a central station, and may be 
transmitted via satellite simultaneously to numerous central stations for 
rebroadcast to an enlarged participatory audience. 
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Detailed Description 

great, convenience in the implementation of a sales and advertising 
program. Responses by the listening or viewing audience can also be used 
in conducting a survey of public opinion. However, in spite of the 
advantages which would be provided by such a system, for including the 
listening and viewing audience, no... local programming material allows 
people across the country to participate simultaneously in a common 
contest, or a common learning experience, or in a common national survey 
, by way of example. The use of alternative network programs inserted in 
opportune-time slots, allows the central stations to insert the network 
programs within ... manner similar to that of the separation circuitry 30, 
and will be described in detail hereinafter, with reference to Fig. 3. 

In both of the receiving stations 16 and 18, the response unit 22 H 
includes a, keyboard, 44- whereby, ;&, person in the remote viewing 
audience enters a response. The response unit... to winners with 
advertising material or shopping hints. 

The records created pursuant to the present invention may be used as 
tokens, coupons, certificates and general proof of participation in the 
broadcast transmission program. Coupons may be redeemed by, mail or in 
retail establishments for cash, prizes or discounts. 

The following terms... with one of several programs stored in memory 108 
and brought into play by the instructional or command signals transmitted 
by transmitters 72 or 74. 

Questionnaires or forms used in market research may be stored in 
dispenser 46 or may be placed into it by respondents. Following a set of 
questions . . . 

...storage media as may be employed. 

Theoprintout-mechanismzor .marking devicazmayvtake, ~ , different forms to 
meet the requirements of the broadcast, whether quiz programs, 
educational programs, tests surveys or other task setting assignments. 
These devices may be relatively small, utilizing a continuous tape as the 
substrate to which the markings are applied, or ... household members can 
readily serve as a bases for statistically sampling peoples 1 responses to 
a product, service, political candidates, corporate images and other 
subjects of surveys . The increased audience provided by the invention 
is significant in survey and market research fields because, by way of 
example, an increase of sample ...are particularly well suited to the 



elicitation of unbiased responses to questions or statements by 
advertising agencies and market analysts. The market research and other 
surveys and polls made possible by the system and methods described, 
can be part 'of a regular quiz show or can can be conducted separately. 
Respondents are rewhrded. . . 

...in conducting research into respondents 1 reactions to tasks or 

questions. Coupon awards may be dispensed separately or may be a tear-off 
section of a survey form. 

The relative simplicity and compactness of the electronic devices 
comprising the response unit, and the fact that the response unit is not 
connected by... as a paper or card, having a prescribed format for the 
entry of answers. As has been noted hereinabove, such a data entry form 
or questionnaire , is useful for providing responses by respondents in 
situations such as contests, educational and advertising promotional or 
research activities. An example of such a questionnaire 126 is shown in 
Fig. 5. Therein, blocks numbered 1-6 are provided for entry of 
responses by members of the audience at the remote. . . 

...fragmentary view of the keyboard 44, the view showing a keypad with keys 

for the entry of identifying numerals for identifying the blocks of the 
questionnaire 12 6 in which the respective answers are to be entered. 

The respondent identifies a questionnaire block by holding down a 
control key Q while typing the identifying numeral on the keyboard 44. 
The response to be entered in that block... 

...the block identification from the response. The decoder 128 activates 
the printer 130, upon the appearance of the! response, to print the 
response on the questionnaire 126, the latter having been previously 
placed into the dispenser 46 by the respondent. The decoder also 
addresses the PROM 132 with the block identification... 

...PROM 132 outputs the block location to the printer 130 to direct the 

printer 130 to print the response at the correct location on the 
questionnaire 126. 

Information with respect to the layout of the questionnaire 126 is 
loaded into the PROM 132 by the program memory 108 as directed by the 
instructional signal on line 122 or 124 of Fig include a group of trays 
134 each of which stores a separate set of forms such as the 
questionnaire 126 upon which a response is to be printed. The trays 134 
are activated by a control signal from the program memory 108 to present 



...the host 50. in a classroom or in the studio 14 designates the requisite 

form for use in preparing the response. The completed form, or 
questionnaire 126, exits a. slot 136 of the printer 130. The completed 
questionnaire 126 may be provided on any suitable recording medium which 
serves as a hard copy such as paper, plastic strip, or plastic card. 

As wa s . . . 

...108. This permits the score counter 104 to be activated and deactivated 
by commands transmitted via the instructional signal. In the outputting 
of the foregoing questionnaire 126 from the printer 130 with words 
printed in the appropriate blocks, a score can also be imprinted upon the 
questionnaire 126 upon activation of the counter 104,,.,, which score, 
is omitted upon deactivation of the counter 104. 

The embodiments of the system of Figs. 6... is the average annual per 
capita income in your county?". A, successful respondent wins an award in 
order to encourage wider participation in such a survey . In market 
research, the ability to leave a printed text on a cable television 
screen for a period of time, and to accompany a question with an oral 



explanation will not only make respondent's answers to such questions 
easier and therefore more reliable, but will make the conducting of 
surveys or automated channels a very economical method of reaching 
unprecedented numbers of respondents. 

The methods and systems described above may advantageously be employed to 
attract ... wager on the outcome of the event on which the participant 
wishes to bet . 

Events, the outcome of which can be predicted, include sports, elections, 
polls , and other kinds of happenings, the outcomes of which are capable 
of being defined in terms of results, scores, points, decisions, and 
other measurements. 

With. . .ticket or other of varioussf orms as have been described above. The 
card 362 is conveniently carried by a player to the redemption facility 
906 to obtain a prize . 

In accordance with a feature of the invention, protection against at 
forgery of the card 362 is provided. This is accomplished as follows. In 
addition ... gifts to be presented by an advertiser, by way of example. The 
scoring computer 902 also multiplies the amounts wagered by the players' 
scores to obtain the total prize or award due each player. In the 
event that the amount of prizes to be awarded is based also on the total 
amount wagered, as . . . 
...362. Thereby, the invention has accomplished a two-fold goal of being 
adaptive to a large variety of wagering situations, and of providing a 
forgery-proof process for redemption of the cards 362. 

The features of the invention, as ...limit becomes effective, are not 
stored at the central data facility, and are not printed on the player's 
ticket, this precluding the player from winning a prize for a late 
entry of wager. 

In the printing and dispensing of hard-copy records by a response unit, 
it is noted that the records ... among local programming material allows 
people across the country to participate in a common contest, or a common 
learning experience, or in a common national survey , by ...By way of 
further example, the tasks may involve a prediction, as described 
hereinabove, and the prediction may be employed in the conduction of a 
poll . Therein, an acceptable prediction could be one deviating not more 
than 5% from the actual outcome. As a further example, in a basketball 
game, an . . . 

Claim 

. . . ' audience is an acceptable response; and entering a member, who has 
entered an acceptable response, into a sweepstakes. 

62. A method for encouraging participation in surveys or polls 
comprising the steps of: 

transmitting electronic signals eliciting responses to questions from a 
central facility to members of an audience to be polled ; receiving 
elicitations at locations of said members; providing means for entering a 
response to individual ones of said members; entering responses by 
individual ones of ... sweepstakes by randomly determining a winner; and 
means for informing a winning respondent of a result of the sweepstakes. 

92. A system for conducting a survey or poll comprising: 

means for transmitting electronic signals eliciting responses to 
questions by members of a polling audience at remote locations; signal 
receiving means at the locations of said audience members; means-- at~ 
said-lmhmbers I locations , sf or entering responses to survey questions; 
a central response data storage facility; means for electronically 
communicating response data from members 1 locations to said data storage 
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facility; means at a central. 
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Greenfield! ti^itm 

Leading the Research R#volution* 



Frequently Asked Questions 

It costs absolutely nothing to join, but you must register with 
Greenfield Online to be eligible to participate in our surveys, 
projects, and to win cash and prizes. 

The sign-up survey gathers basic background information 
about you. Any information you provide is strictly confidential 
and will be used for marketing research purposes only 
(privacy policy) . Once you submit your sign-up survey, you 
can participate in any of our projects, and your name will be 
automatically entered into a drawing to win our monthly 
giveaway. 

When registering, all members are automatically set up with 
a free personal iGain account. All cash incentives from 
Greenfield Online are deposited directly into your iGain 
account. You may request that iGain send you a check for 
your account balance or donate your incentive dollars to 
charity. Visit the iGain site for more details about having an 
account. 

Every survey and project offers you a chance to win valuable 
rewards. To see what surveys you can participate in, visit the 
Take A Survey area. In addition, we will occasionally send 
you an email asking for your participation in surveys. We try 
to match you with fun and exciting surveys that match your 
background and interests. 

If you are a new member or are considering joining, take a 
moment to review our Frequently Asked Questions. It's a 
great way to get to know our site. 
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■.think inc. is a virtual consumer 
research company. It maintains a 
database with thousands and 
thousands of names of people willing I r\ 
to help companies as they strive to 
bring ever better products to the 
marketplace. 

f %# 

■ fe were formed in 1996 when 
Internet interviewing was in 
embryonic stages. We spent most of 
our first year explaining to potential 
sponsors that "real people" really do 
use the Internet. 




i hough still in its infancy, Internet data collection has 
gained credibility as large national research companies 
have waded into the information highway. Potential 
research sponsors are learning that it really is easier and 
faster to use the Internet for data collection. Our sales force 
now spends time explaining the differences between i.think 
inc. and other Internet research companies. 

tf%e differ from other Internet research companies 
because the Internet is ALL we do. We began as an Internet 
research company and we continue to have that as our 
only focus. We do not have to share our talent and 
resources with phone banks and mail panels. 



■ e also differ from other Internet research companies 
because we are small and don't have the overhead some of 
the larger organizations must deal with. We can usually 
turn a project faster and for less dollars with the same 
depth and reliability as our larger competitors. 



Beth Mack, president of i.think inc., is a marketing 
professional with 24 years of national Advertising Agency 
experience. Her Agency background provides a marketing 
perspective to research data which helps companies 
actually use the information provided to solve problems 
and make important decisions. 



"eth's background includes the successful repositioning 
of major retail and packaged goods products. She has been 
named "Advertising Woman of the Year" and has been 
awarded both Gold and Bronze Effie awards for her work 
with JCPenney. 
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WHY DO WE EXIST? 

Concept Test Inc. (CTI) was formed in early 1997 to fulfill a fundamental but 
unmet need for fast and inexpensive online survey-based concept testing. In 
recognizing the unique ability of the internet to bring companies and customers 
together in one place, CTI developed a proprietary survey system and attracted a 
pool of thousands of online testers in order to provide a convenient and effective 
method for testing user perceptions. Since the launch of the TestNow website in 
February 1997, we have added a number of additional capabilities in our quest to 
provide innovative services that aid or validate the decision-making of our clients. 

CONTACTING US 

If you are interested in learning more about TestNow or Concept Test Inc., 
please feel free to send us email or call us at (31 0) 640-6004. We would be 
delighted to speak with you. 

Concept Test Inc. 
2121 Rosecrans Ave., Ste. 2380 
El Segundo, CA 90245 
(310) 640-6004 
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Detailed Description 

... in step 60-2. If so, the process may then proceed to a step 60-3 where 

the customer may be prompted to insert the identification card to 
obtain rewards . Other menus are displayed (not shown in FIG. 4a) if a 
card is lost or stolen or misplaced and replacement is needed. 



If the customer. 
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English Abstract 

A system for use in a retail store that permits consumers to identify 
themselves to an in-store merchandising system prior to check- out. As a 
result, the consumer may be presented with promotional offers and other 
information specifically targeted to the particular consumer. The 
consumer may be identified in a number of ways such as by swiping 
magnetic cards and card readers attached to shopping carts . Promotional 
offers made to the consumer may be based on previous habits of the 
particular consumer, the consumer's location in the store, demographics, 
or purchase triggers. A consumer may also receive targeted information 
with respect to particular items considering purchase such as, for 
example, to determine the appropriateness of purchasing particular food 
items and prescription medication and/or over the counter drugs. 
Retailers and product manufacturers may therefore use information to 
better plan product placement, to be more responsive to customer demand, 
and to otherwise understand the purchasing habits of their customers. 
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Nov, 1991 
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from 43.36 to 29.53, a 32% drop. 

To examine whether individuals accurately estimate the time they 
spend at the site, we conducted a second survey at the same mall to 
compare survey respondents 1 estimated lengths of stay at the mall with the 
actual lengths of stay as measured by the ... given a token with their survey 
number written on it and told that if they returned the token just before 
exiting the mall, they would receive a $5 mall gift certificate. When 
they returned the token, the number on the token was matched to their 
survey form and the time was noted. 

On average, individuals... 
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RECORD TYPE: FULLTEXT 

WORD COUNT: 57 67 LINE COUNT: 00430 

... fit?") and requested permission to send her a fuller questionnaire. 

There was an extraordinary 15% return on the 25,000 tags, Nygard says. Tan 
Jay sent the respondents gift pens to fill out the second survey 
— and half of those questionnaires came back completed. Analyzing them, 
Nygard found "there was a tremendous need for the missy fit, the customer 
who 1 d . . . 
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